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ABSTRAKSI 
  Penelitian ini bertujuan untuk menganalisis pengaruh marketing mix yang terdiri 
dari 7P (product, price, place, promotion, people, process dan physical evidence) 
terhadap keputusan nasabah menggunakan jasa Asuransi Sinar Mas Kudus, dimana 
diajukan tujuh variabel bebas/independen dan satu variabel terikat/dependen. Penelitian 
ini dilakukan dengan metode kuesioner terhadap nasabah asuransi sinar mas kudus 
dengan jumlah responden sebanyak 126. Tahap pertama ialah menguji validitas dan 
reliabilitas pertanyaan setiap variabel. Selanjutnya meregresi variabel product, price, 
place, promotion, people, process dan physical evidence terhadap keputusan nasabah 
menggunakan jasa Asuransi Sinar Mas Kudus. Hasil penelitian ini menunjukkan bahwa 
semua variabel bebas (product, price, place, promotion, people, process dan physical 
evidence) terbukti berpengaruh positif dan signifikan terhadap keputusan pembelian baik 
melalui uji t (parsial) maupun uji F (berganda). Serta variabel product, price, place, 
promotion, people, process dan physical evidence memiliki pengaruh terhadap keputusan 
pembelian sebesar 73,5%. Peneliti menyarankan untuk lebih meningkatkan visibilitas 
kantor seperti menambah baliho, atau neon box sehingga calon nasabah bisa dengan 
mudah menemukan kantor Asuransi Sinar Mas Kudus karena tempat terbukti memiliki 
pengaruh paling besar dibanding variabel lain dalam penelitian. 
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ABSTRACT 
This study aims to analyze the effect of marketing mix consisting of 7P (product, 
price, place, promotion, people, process and physical evidence) on the customer's 
decision to use Sinar Mas Kudus Insurance services, where seven independent variables 
and one dependent variable. This research was conducted using a questionnaire method 
for Sinar Mas Kudus insurance customers with 126 respondents. The first step was to test 
the validity and reliability of each variable's questions. Furthermore, regression of the 
product, price, place, promotion, people, process and physical evidence variables on the 
decisions of customers using Sinar Mas Kudus Insurance services.The results of this 
study indicate that all independent variables (product, price, place, promotion, people, 
process and physical evidence) proved to have a positive and significant effect on 
purchasing decisions through either t (partial) or F (multiple) tests. As well as product, 
price, place, promotion, people, process and physical evidence variables have an 
influence on purchasing decisions of 73.5%. Researchers suggest to further increase 
office visibility such as adding billboards, or neon boxes so that prospective customers 
can easily find Sinar Mas Kudus Insurance office because the place has proven to have 
the most influence over other variables in the study. 
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